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ABSTRACT 
 
 
 
 
Universities are a training ground for the people who will go on to revitalize 
and reinvent the industries that they enter. Journalism is one of many industries 
rapidly changing with the pace of technology growth and is susceptible to influence 
from young, energetic professionals as they leave school. That influence is especially 
needed on forays into digital publishing, especially publishing on iPads and other 
tablet computers.  
Student publications on university campuses are a key part of preparing 
students for that responsibility. By exploring readership habits, effective multimedia 
use, and successes and failures of other digital publications, students can learn to use 
digital publishing effectively then carry that knowledge with them into careers in 
journalism. While student newspapers operate at a fast pace, yearbook staffs operate 
at a pace well-suited to experimentation with new things. Therefore, college 
yearbooks are an excellent place for tablet journalism apps to be developed. 
 
 
 
 
Keywords: Yearbook, iPad, Digital Publishing, Tablet Computers, Student 
Publications, Journalism 
iv 
 
 
 
 
 
 
ACKNOWLEDGEMENTS 
 
 
 
 
This project would not have been possible without the support of the Office of 
Student Publications at WKU. Not only did Student Publications provide the finances 
necessary for publication of the Talisman’s first iPad app and for my own training at 
an e-publishing conference, the office’s professional staff has provided countless 
instances of both help and encouragement throughout the year. In her first year as 
Talisman adviser, Charlotte Turtle provided constant encouragement and advice 
throughout the process. Student Publications staff members Sherry West, Tracy 
Newton and Chuck Clark also helped me to stay sane throughout the school year. 
Further thanks are due to the Talisman editorial board, under the leadership of editor-
in-chief Amber Plunkett, and the Talisman photo staff. Members of both groups 
provided invaluable feedback throughout the development of the iPad app. 
Furthermore, I would like to thank my CE/T advisor, Tim Broekema, and 
fellow photojournalism professor Josh Meltzer for providing advice on the project.  
Finally, I wish to thank Paul Schumann, who endowed a scholarship I 
received, and the Honors College, which awarded me with a development grant. 
Those funds allowed me to present this project at the College Media Association’s 
spring national conference in March.  
v 
 
 
 
 
 
 
VITA 
 
Dec. 13, 1990 ........................................................... Born – Owatonna, Minn. 
 
2009 .......................................................................... Owatonna Senior High School, 
Owatonna, Minn. 
 
2009 – 2011 .............................................................. Staff Photographer 
       WKU Talisman 
 
2010 .......................................................................... Photography Intern 
       Fort Knox Cadet Command 
 
2010 – 2012 .............................................................. Student Assistant & Participant 
       Mountain Workshops 
 
2010 – 2011 .............................................................. Multimedia Specialist 
       Honors College at WKU 
 
2011 .......................................................................... Photography Intern 
       Interlochen Center for the Arts 
 
2012 .......................................................................... Assistant Picture Editor 
       College Heights Herald 
 
2012 – 2013 .............................................................. Picture Editor 
       WKU Talisman 
 
 
 
 
FIELDS OF STUDY 
Major Field: Photojournalism 
Minor Field: Marketing  
vi 
 
 
 
 
 
TABLE OF CONTENTS 
 
          Page 
Additional Materials ........................................................................................... ii 
Abstract .............................................................................................................. iii 
Acknowledgements ............................................................................................ iv 
Vita ...................................................................................................................... v 
List of Figures ................................................................................................... vii 
Chapters: 
1. Purpose of College Yearbooks .......................................................... 1 
2. Readership Habits ............................................................................. 2 
3. Multimedia Use ................................................................................. 9 
4. Benefits for Student Journalists ...................................................... 11 
5. Future of Journalism on Tablet Computers .................................... 12 
6. Case Study: National Geographic ................................................... 18 
7. Implications for College Yearbooks ............................................... 32 
8. Implementation Recommendations ................................................ 36 
9. Page Translation Examples ............................................................. 44 
Works Cited ...................................................................................................... 65  
vii 
 
 
 
 
 
 
LIST OF FIGURES 
 
 
 
 
Figure                    Page 
 
Figure 2.1 Portion of moblie device owners who get news on their device ...............  2 
 
Figure 2.2 Share of U.S device page traffic for the newspaper  
category over a day (weekday) .................................................................................... 4 
 
Figure 2.3 Share of U.S device page traffic for the newspaper  
category over a day (weekend) ) .................................................................................. 4 
 
Figure 2.4 Gadget ownership snapshot for adults age 18 and older ............................ 6 
 
Figure 2.5 Reasons to read for tablet owners vs. non-owners ..................................... 7 
 
Figure 2.6 How often people read for different purposes ............................................ 8 
 
Figure 6.1 National Geographic cover, print ............................................................. 19 
 
Figure 6.2 National Geographic cover, iPad .............................................................. 20 
 
Figure 6.3 National Geographic table of contents, print ............................................ 21 
 
Figure 6.4 National Geographic table of contents, iPad ............................................ 22 
 
Figure 6.5 National Geographic visions, print ........................................................... 23 
 
Figure 6.6 National Geographic visions, iPad ........................................................... 23 
 
Figure 6.7 National Geographic news, print  ............................................................. 24 
 
Figure 6.8 National Geographic news, iPad 1 ........................................................... 25 
 
Figure 6.9 National Geographic news, iPad 2 ........................................................... 25 
 
Figure 6.10 National Geographic cover story, print .................................................. 26 
 
viii 
 
Figure 6.11 National Geographic cover story, iPad ...................................................27 
 
Figure 6.12 National Geographic tree poster, print ................................................... 28 
 
Figure 6.13 National Geographic tree poster, iPad .................................................... 29 
 
Figure 6.14 National Geographic birds, print ............................................................ 30 
 
Figure 6.15 National Geographic birds, iPad 1 .......................................................... 30 
 
Figure 6.16 National Geographic birds, iPad 2 .......................................................... 31 
 
Figure 7.1 What kind of tablet computer do you own? ............................................. 34 
 
Figure 7.2 OS share of device traffic ......................................................................... 35 
 
Figure 8.1 Mixed navigation story design ................................................................. 41 
 
Figure 8.2 Vertical navigation story design ............................................................... 42 
Figure 9.1 Sparks of Spirit print spread 1 .................................................................. 44 
 
Figure 9.2 Sparks of Spirit print spread 2 .................................................................. 45 
 
Figure 9.3 Sparks of Spirit iPad page 1 ..................................................................... 45 
 
Figure 9.4 Sparks of Spirit iPad page 2 ..................................................................... 46 
 
Figure 9.5 Sparks of Spirit iPad page 3 ..................................................................... 46 
 
Figure 9.6 Sparks of Spirit iPad page 4 ..................................................................... 47 
 
Figure 9.7 Sparks of Spirit iPad page 5 ..................................................................... 47 
 
Figure 9.8 Sparks of Spirit iPad page 6 ..................................................................... 48 
 
Figure 9.9 James Kemp print spread .......................................................................... 49 
 
Figure 9.10 James Kemp iPad page 1 ........................................................................ 49 
 
Figure 9.11 James Kemp iPad page 2 ........................................................................ 50 
 
Figure 9.12 Volleyball print spread 1 ........................................................................ 51 
 
Figure 9.13 Volleyball print spread 2 ........................................................................ 51 
 
ix 
 
Figure 9.14 Volleyball iPad page 1 ............................................................................ 52 
 
Figure 9.15 Volleyball iPad page 2 ............................................................................ 52 
 
Figure 9.16 Volleyball iPad page 3 ............................................................................ 53 
 
Figure 9.17 Volleyball iPad page 4 ............................................................................ 53 
 
Figure 9.18 Volleyball iPad page 5 ............................................................................ 54 
 
Figure 9.19 Volleyball iPad page 6 ............................................................................ 54 
 
Figure 9.20 Volleyball iPad page 7 ............................................................................ 55 
 
Figure 9.21 Volleyball iPad page 8 ............................................................................ 55 
 
Figure 9.22 A Beautiful Light print spread 1 ............................................................. 56 
 
Figure 9.23 A Beautiful Light print spread 2 ............................................................. 57 
 
Figure 9.24 A Beautiful Light print spread 3 ............................................................. 57 
 
Figure 9.25 A Beautiful Light iPad page 1 ................................................................ 58 
 
Figure 9.26 A Beautiful Light iPad page 2 ................................................................ 58 
 
Figure 9.27 A Beautiful Light iPad page 3 ................................................................ 59 
 
Figure 9.28 A Beautiful Light iPad page 4 ................................................................ 59 
 
Figure 9.29 A Beautiful Light iPad page 5 ................................................................ 60 
 
Figure 9.30 A Beautiful Light iPad page 6 ................................................................ 60 
 
Figure 9.31 A Beautiful Light iPad page 7 ................................................................ 61 
 
Figure 9.32 Fall table of contents iPad page 1 ........................................................... 63 
 
Figure 9.33 Fall table of contents iPad page 2 ........................................................... 63 
 
Figure 9.34 Fall table of contents iPad page 3 ........................................................... 64 
 
Figure 9.35 Fall table of contents iPad page 4 ........................................................... 64 
 1 
 
 
 
 
 
 
CHAPTER 1 
 
 
PURPOSE OF COLLEGE YEARBOOKS 
 
 
 The purpose of a college yearbook is two-fold. Unlike non-student publications, a 
yearbook must be of service not only to its reading audience but to its staff of student 
journalists as well. 
 The college yearbook is a journalistic record that must stand the test of time. The 
stories in a yearbook need not only be relevant when the book is distributed, but also 10, 
20, 50 or more years later. The Talisman, the yearbook at Western Kentucky University, 
was first published in 1924, and books spanning the entire history of the Talisman are 
saved in archives as a historical record. Because of this, student editors are tasked with 
selecting a variety of coverage that will accurately and comprehensively portray a year in 
the life of the university. 
 As a student publication, college yearbooks must also serve as a training ground 
for journalism students before they enter the professional workforce. By working 
collaboratively, advisers, student editors and student staffers all help each other to grow, 
thereby setting students up for future success. 
 Balancing these two objectives is what sets student publications apart from non-
student publications. To find a balance between serving readers and staffers is a 
consistent challenge for advisers and editors.  
 2 
 
 
 
 
 
 
CHAPTER 2 
 
 
READERSHIP HABITS 
 
 
To effectively use new technology, journalists must understand how readers are 
and could be using the devices. People developing channels of distribution for journalism 
on tablet devices mustn’t get caught up in the pizazz of a new technology. Instead, they 
must remember to keep the reader at the heart of their decision making and use 
technology to enhance story telling in ways that further the power of journalistic content. 
Just like writers and photographers working at news organizations, designers and 
programmers are journalists and must decide how best to tell readers what they need to 
know. 
 
Figure 2.1 Portion of moblie device owners who get news on their device 
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It’s essential to understand that while computers, smart phones and tablets are all 
ways of delivering content digitally, readers use each device differently. While, as of 
December, 2011, 91.8 percent of Internet traffic in the United States still came from 
computers, mobile phones brought 5.2 percent of traffic and tablets provided 2.5 percent 
(Radwanick and Aquino 8). It appears that this trend will continue. In July of 2011, for 
the first time, consumers purchasing new cell phones selected smart phones more than 
non-web enabled phones. (7).   
In comparing mobile devices, there are key differences in the usage of smart 
phones and tablets. Smart phones tend to be used in short spurts throughout the day, 
whereas tablets tend to be used for a longer period of time less often each day. A survey 
released in July, 2012, found that 49 percent of tablet users use their devices to consume 
news in the evenings, after 5 p.m., and 25 percent use them to consume news in the 
morning, before 11 a.m. (Fidler 2). The use of smartphones to access news, however, is 
more evenly distributed throughout the day, 31 percent of users access news in the 
morning, 22 percent in the afternoon and 29 percent in the evening. Eighteen percent of 
smartphone users said that they access news throughout the day on their device, whereas 
11 percent of tablet users said the same. Furthermore, the same study found that most 
tablet users, 74 percent, use their device to access news primarily at home while smart 
phone users access news from a wider variety of places. While these data sets on their 
own provide interesting information, they must be looked at in conjunction as nearly all 
tablet owners also own a smart phone (Fidler 1). Therefore, journalists must not simply 
take the same approach with all mobile devices; if they do, readers will become bored.  
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Figure 2.2 Share of U.S device page traffic for the newspaper category over a day 
(weekday) 
 
  
 
Figure 2.3 Share of U.S device page traffic for the newspaper category over a day 
(weekend) 
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As tablet ownership proliferates, there will be exciting opportunities to deliver 
journalistic stories to an interested audience. Tablet computers are often described as 
“lean back” devices (Kaplan 2). The term describes the way readers generally lean back 
while using tablet computers, in comparison to the way users are often hunched over, 
leaning in, to use laptops and smart phones. The July, 2012, report revealed that 60 
percent of tablet owners consider their experience reading news on their tablet device to 
be better than reading news in a printed newspaper. Similarly, 63 percent of tablet owners 
said that they enjoy their tablet experience more than watching television.  
College students, the primary target audience for college yearbooks, are leading 
drivers in purchasing these mobile devices. According to data from 2010, 96 percent of 
undergraduate students, 99 percent of graduate students and 94 percent of community 
college students own a cell phone, compared to 84 percent of all adults (Smith, Rainie, 
and Zickuhr 4). Likewise, 5 percent of undergraduates and graduate students and 4 
percent of community college students own tablet computers, compared to 4 percent of 
the full adult population. Furthermore, 9 percent of undergraduates, 7 percent of graduate 
students and 4 percent of community college students own an e-book reader, compared to 
5 percent of all adults. Data is inconclusive on whether the usage habits and patterns of 
tablets by college students is in line with that of all adults; nonetheless, college students 
are frequent adopters of new technology. Therefore, college students are a good testing 
ground for tablet journalism apps.  
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Figure 2.4 Gadget ownership snapshot for adults age 18 and older 
 
 
 
While the number of university students who own a tablet computer is still 
relatively small, there are enough tablet users to function as a testing ground for the use 
of these new technologies. Because the primary purpose of using an iPad app as a 
distribution channel for college yearbooks is to provide student journalists with 
experiences that will prepare them for work in an ever-changing industry after they leave 
school— not to satisfy a demand placed by readers— it is okay that the audience for an 
app from a college yearbook may, at least initially, be quite small. Across all of the 
population, people who can afford only one device to read news— be it a computer, 
phone or tablet— are increasingly choosing the phone (Clark 1). Therefore, journalists 
must understand and become comfortable with the fact that tablet apps, which can present 
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news in a different way than other outlets, are, today, serving somewhat of a niche in 
their readership. 
 
 
 
Figure 2.5 Reasons to read for tablet owners vs. non-owners 
Source: Pew Research Center’s Internet & American Life Reading Habits Survey, 
November 16 – December 21, 2011 
 
 
 
Nonetheless, the trends evident in that niche of readership are showing 
encouraging signs for the future of journalism consumption on tablets. Forty-one percent 
of tablet owners say that they are now reading more than they did before they purchased 
these devices (Rainie et al. 4). While not a majority, that is certainly a significant number 
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of people who are setting aside more time to read, while living in a fast-paced society 
where it often seems that time to read is not a priority. Among all readers, not just those 
who use digital devices, 78 percent say that they read at least occasionally to keep up 
with current events (7). Fifty percent say that they do so almost daily. Those should be 
encouraging statistics for journalists. In a time when many journalists are being laid off, 
publishers will eventually need to realize that audiences really do want journalism. 
Publishing companies then must find a way to effectively provide content to readers 
while monetizing that content. 
 
 
 
 
Figure 2.6 How often people read for different purposes   
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CHAPTER 3 
 
 
MULTIMEDIA USE 
 
 
 Online video sharing appears to be here to stay. A 2011 report showed that nearly 
80 percent of Internet users regularly watch videos online (McCombs, “New Numbers”). 
News outlets are taking note, and not just those traditionally engaged in video journalism. 
In 2010, the amount of video put online by newspapers surpassed that put online by 
television news stations (Grabowicz 61).  However, many news organizations have been 
quick to rush into the world of online video and, in their haste, have emphasized quantity 
over quality resulting in “lousy videos and few viewers” (Grabowicz 61). News videos 
that do well online harness the power of visual storytelling by bringing to life an 
interesting character or place or bringing viewers into a natural disaster or political 
turmoil in a way that words cannot.  
 The influx of news video online has happened at an out-of-control pace. Viewers 
have become desensitized to videos that exemplify good journalism because of the over-
abundance of weak video posted online (Drew 39). And because of the deluge of video 
online, it is difficult for readers to even find video worth watching. Search tools for video 
files on the Internet are in a primitive stage and don’t seem to be advancing quickly 
(Drew 38). And most individual news sites that utilize video content are no better. They 
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often place videos in inconspicuous places on the site and allow good video to be bumped 
out by newer video based on what is most recent.  
 While news organizations have, for the most part, mismanaged video content 
online thus far, hope lies in tablet computers as a content delivery method. News apps on 
tablet computers are still in their infancy, which means journalists have time to get things 
right. With tablet computers being considered “lean-back” devices, readers are spending 
more time engaged with individual pieces of content on the tablet. Of all mobile users, 42 
percent say that they use their device for entertainment when they’re bored (Clark 1). 
There is no reason that compelling journalism can’t serve as some of that 
“entertainment.” Harnessing quality video journalism will become an integral part of 
creating a tablet news app.  
 There are unique opportunities for the deployment of multimedia in a tablet app 
for a college yearbook. Because the media will be packaged alongside a written story and 
photographers, rather than standing alone on a website, the multimedia doesn’t 
necessarily need to tell a complete story on its own. Rather, the multimedia can focus on 
one aspect of the story, thereby complementing the rest of the package.  
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CHAPTER 4 
 
 
BENEFITS FOR STUDENT JOURNALISTS 
 
 
 For a journalism student emerging from college today to survive in the industry, 
he or she must have a multi-faceted skill set. Journalism educators have a responsibility 
to teach students how to tell stories in ways that will reach as many people as possible in 
an era of ever-changing technology (Solomon 12). A large number of job listings are 
looking for candidates with skills beyond traditional writing and editing— skills with 
audio, photography, video and design (Solomon 12). Likewise, freelance journalists must 
be able to not only write, but shoot video and pictures as well (Walsh 34). As students 
graduate with journalism degrees, they often start out in freelance or by searching for 
work in job listings. Therefore, students must have multi-platform experiences while still 
in school. While tablet usage is still relatively new among journalism outlets, having such 
experience will allow graduates to stand out amongst their competition.  
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CHAPTER 5 
 
 
FUTURE OF JOURNALISM ON TABLET COMPUTERS 
 
The survival of journalism in the digital era will come through finding ways to 
allow readers to effectively customize their reading experiences. But that’s not a new 
idea. For a long time, a reader’s experience with a printed news publication has been 
formed by a combination of editorial input and personal choices. Editors indicate what 
they believe readers need to know by how they appropriate space for stories and where 
they place stories. Readers consider that content then decide what else they want to read 
based on the recurring structure of the publications. Any individual reader may choose to 
read articles about sports, gardening, comics or a particular columnist; he or she doesn’t 
have to read everything in the newspaper or news magazine. The most promising news 
apps are exploring the customization needed to create a mix of “need to know” news and 
“want to know” news. 
In an article entitled “See why these 10 (plus) news apps do mobile well,” Regina 
McCombs discusses some of the customizable features that are making news apps 
successful. While she looks at smartphone apps, the general concepts she describes can 
also be applied to tablet apps. The Associated Press mobile app allows sections for 
customized headlines based on the user’s home location in addition to breaking news 
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alerts from all over the country and world. Similarly, ESPN’s ScoreCenter app allows 
users to choose favorite teams, which they will receive notifications about in addition to 
the information about all sports and teams that ESPN covers on the app. The National 
Public Radio app also allows customization by letting users select audio stories that they 
want to save into a custom playlist to listen to at a later time. In addition, the app includes 
the wide variety of articles that NPR offers and the most recent top-of-hour news update 
available anytime (“Do Mobile Well” 1-2). The reason these apps work is because they 
follow the traditional model of news publications. These publishers do not strip down 
their content to provide only what they arbitrarily decide mobile readers might be most 
interested in, thereby disappointing readers. These apps hook users by allowing the user 
to choose his or her own customized experience. Then, once users are engaged in the app, 
there is opportunity for readers to find the news that they didn’t realize they should know. 
Because of the deluge of online content without sufficient navigation, a reader who is 
completely let loose in the digital era may not find the important stories that he or she 
really should know about in a timely manner. A responsible journalist understands that 
readers should have a mix between the news that they want to read and the news that they 
need to read. 
Some publications are creating customized experiences through multiple apps 
functioning as brand extensions with large target audiences. In Texas, high school 
football teams have large followings, and multiple news outlets have tried to capitalize on 
that with stand-alone football apps. The Dallas Morning News, the Fort Worth Star-
Telegram and ESPN Dallas all offer mobile apps that provide play-by-play coverage of 
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high school games in addition to more in-depth coverage (Batsell 39-40). Some fans say 
that they are willing to pay for good content because they are “starving for information” 
about their teams (Batsell 40). A representative from the Dallas Morning News said that 
the app makes use of their core competency— local coverage.  
After figuring out what makes for an effective news app, the next step is to create 
a revenue stream that will make the app sustainable. Most news apps from major outlets 
are significantly below full capacity in terms of the amount of advertising space they 
have filled. A representative from AdMob, a company that delivers ads on major news 
apps, said that most of the apps they serve run at 30 to 50 percent capacity, reaching 80 
percent at their peak (Clifford 1).  However, advertisers are paying a significant amount 
of money for those ads, the representative said. 
Some organizations are looking at mobile apps not as a way to generate direct 
revenue but rather as a way to extend the reach of their brand, thereby increasing brand 
equity. In 2009, Catherine Captain, the general manager of TodayShow.com, told the New 
York Times just that (Clifford 2). She referred to the concept of a circular effect— the 
idea that someone interested in the Today Show mobile app may become interested in its 
website and in its show. Under the circular effect, a reader would come to make a larger 
portion of his or her news consumption across platforms come from that one outlet. 
Regardless, the Today Show mobile app was at peak capacity for advertising at the time 
of Captain’s interview. In the same article, a vice president at CBS, Stephen Howard-
Sarin, said that CBS has no interest in losing money on mobile apps for an “intangible 
brand benefit” (Clifford 2). CBS fights that risk through an array of customized apps, 
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including apps from CBS Sports, Entertainment Tonight, CBS EyeMobile, CBS 
MoneyWatch and CBS News. This approach mimics the way CBS has always operated. 
Users know that they can come to CBS for the news that they need to know, but they also 
know when and where to look for the other things that they might be interested in. 
Howard-Sarin said that CBS is comfortable having a lot of mobile ads because they 
believe there is a lot of money to be made through them, and, therefore, they bring up the 
opportunity to advertise in apps with all of their business advertising clients (Clifford 3). 
Sticking with well-worn practices from traditional journalism outlets are a key to 
success in the digital world. Recently two news outlets that didn’t follow that advice have 
shown signs that their tablet ventures are coming out less than stellar. In June, 2012, The 
Huffington Post launched an iPad app that required readers to pay either per issue or on a 
subscription basis. A little over a month later, the company made the app free for readers. 
Similarly, The Daily, an iPad-only newspaper owned by News Corp., has been laying off 
staff (Ingram 1). The company originally said that it would need 500,000 subscriptions to 
break even. In the first 18 months of publication, only 100,000 subscriptions had been 
sold. These apps are failing because they don’t offer anything special to readers; they 
offer the same news that can be read anywhere in real-time for free (Ingram 2). 
The Telegraph, a newspaper in the UK, hasn’t fallen into those mistakes. The 
Telegraph started its foray into iPad publishing with a six-month period in which its app 
would be free in order to monitor the behavior of readers. The survey period revealed that 
readers want curated news, are loyal, and use the app primarily in the evenings 
(Sternberg). After learning lessons from the trial period, the Telegraph began to charge 
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per issue or on a subscription basis. The app interface looks much like a traditional 
newspaper, opening up onto a front page and allowing the user to jump to other section 
fronts— creating an effective mix between need to know and want to know journalism. 
The company’s research also found that iPad readers spent six times as much time with 
ads when compared to desktop viewers. Further, the company has found ways to track 
what readers are looking at, when they are looking at it, and for how long— information 
that is necessary to prove value to advertisers.  
The latest trend in digital publishing is not to use specialized apps, but to instead 
use responsive web design. A responsive website is one which, using the same content, 
automatically restructures itself to fit appropriately on whatever sized screen it is viewed. 
Having one output channel that can be viewed on all devices costs less than hiring 
designers and programmers to create and update a different output channel for every 
digital device. This is especially important for news organizations that receive much of 
their traffic from links shared by readers through social media sites. Because of that 
traffic, the link needs to lead to a website that looks good on any device (Clark 2). The 
downside of using responsive design as an organization’s only tablet presence is that it 
requires the user to access the content through a web browser, rather than through a 
completely customized app experience. Therefore, journalism outlets that place more 
emphasis on creating a unique user experience rather than on creating content that can 
become viral to drive up page views should still use apps for the tablet computing 
experience. A college yearbook is a perfect example of such a publication as, for most 
 17 
 
yearbooks, content is not otherwise available digitally, so there is no obligation to create 
something shareable.   
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CHAPTER 6 
 
 
CASE STUDY: NATIONAL GEOGRAPHIC 
 
 The iPad publication of National Geographic provides a good example for 
college yearbook staffs to start thinking about how their own tablet apps can be designed. 
Like a yearbook, National Geographic relies heavily on strong visuals, which look 
stunning when displayed full-screen on an iPad. For a case study of how National 
Geographic is carrying its brand onto the iPad in compelling ways, page scans and screen 
shots of the December, 2012 issue can be analyzed.  
 While the content provided in the print edition of National Geographic is 
presented in the iPad edition, that content is often presented in a much different manner. 
Currently, many magazines lock their tablet apps into a vertical orientation, which 
mimics the traditional printed publication and makes it simple to convert the printed 
magazine to a tablet app. National Geographic designers, on the other hand, have locked 
the iPad design in a horizontal orientation, thereby challenging themselves to redesign 
content in ways that best use the technology. 
 That challenging begins with needing a different cover design for the printed and 
digital formats (see figures 6.1 and 6.2). While the cover portrays the same story in both 
versions, a completely different photograph and design are used for each. In addition, the 
cover of the iPad edition contains a video that plays when the magazine is launched. For 
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this issue, the video showed the entire tree, panning up to the top, before settling on the 
cover image. 
 
 
 
 
Figure 6.1 National Geographic cover, print        
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 Figure 6.2 National Geographic cover, iPad      
 
  
Functionally speaking, the table of contents must be redesigned when moving 
from print to digital. With a magazine on an iPad, it is a little more difficult to flip 
through pages quickly and get a feel for the stories in the issue than is the case with a 
traditional magazine. Therefore, it is helpful for the digital version to have photos 
accompanying story descriptions to provide the reader with more information about what 
he or she may be getting into (see figures 6.3 and 6.4)       
 
 
 
 
 
 21 
 
 
 
 
 
 
 
Figure 6.3 National Geographic table of contents, print  
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Figure 6.4 National Geographic table of contents, iPad 
 
 
 
 Why the designers locked the iPad publication into a horizontal orientation 
becomes obvious when the reader reaches Visions, a monthly section of beautiful 
photographs. Because an overwhelming majority of photographs published in the 
magazine are horizontal, the design staff was wise to lock it into a complementary 
position (see figures 6.5 and 6.6) 
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Figure 6.5 National Geographic visions, print     
 
 
 
 
Figure 6.6 National Geographic visions, iPad     
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 The design of the iPad edition continues to emphasize visual elements in another 
monthly section of short briefs in the magazine. What was one page in the printed edition 
became two pages in the iPad edition in order to present the visuals of a jaguar and a 
tomato in a more enticing manner (see figures 6.7, 6.8 and 6.9). Because designers 
working on a digital edition do not have to concern themselves with the cost constraints 
of printing another page, they are free to have such practices that allow visuals to work 
better. 
 
 
Figure 6.7 National Geographic news, print 
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Figure 6.8 National Geographic news, iPad 1    
 
 
 
 
Figure 6.9 National Geographic news, iPad 2    
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Changes in design continue in the cover story package. In the printed magazine, 
an extra page folded out at the beginning of the story to allow an opening image to be the 
width of three pages. However, on the iPad, designers cannot add width for a single page 
spread. Therefore, the opening spread had to be redesigned slightly in order for the same 
photograph to be used (see figures 6.10 and 6.11) 
 
 
     
 
Figure 6.10 National Geographic cover story, print 
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Figure 6.11 National Geographic cover story, iPad 
 
What really makes the National Geographic iPad edition shine is its use of 
interactivity, which is evident in the December cover story. In the printed magazine, a 
pullout poster with a photograph of a large tree was in the middle of the magazine. In the 
iPad edition, that becomes a zoom-able image that allows the reader to look closely at 
and move around the tree (see figure 6.12 and 6.13). 
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Figure 6.12 National Geographic tree poster, print 
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Figure 6.13 National Geographic tree poster, iPad 
 
 
 
 Interactivity is further present in a story about birds in the same issue. In the 
printed edition, a grid of bird photographs takes up three pages, again including a pullout. 
Text beside the grid then identifies, by number, the name of each bird species. The same 
grid of photographs appears in the iPad edition but with more information about each 
species. With the iPad grid, a reader can click any picture and learn not only the name of 
the species but also see a map of where that bird is found, a chart of what elevation the 
bird lives at, the conservation status of the species, and, for most birds, listen to a 
recording of the bird’s call. (see figures 6.14, 6.15 and 6.16). 
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Figure 6.14 National Geographic birds, print 
 
  
 
Figure 6.15 National Geographic birds, iPad 1 
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Figure 6.16 National Geographic birds, iPad 2      
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CHAPTER 7 
 
 
IMPLICATIONS FOR COLLEGE YEARBOOKS 
 
 
 Now is a time of tremendous opportunity for college yearbooks to begin 
publishing apps for tablet computers. Few, if any, college yearbooks are currently 
publishing tablet apps. Therefore, the tablet is a clean slate upon which student journalists 
can create a new, effective content distribution channel. By analyzing the successes and 
failures of ventures into online publication by journalism outlets, yearbooks can avoid 
many flubs that the journalism industry has already gone through in the digital transition 
and come out with a first-rate product.  
While most news organizations would be best suited to create a mobile-friendly, 
responsive website rather than a platform-specific app, the opposite is true of yearbooks. 
Yearbooks currently are a stand-alone item. They do not have a web presence that 
parallels the printed publication, and, therefore, are not sharing links via search engines 
or social media. Because yearbooks are not intended to get as much news as possible to 
as many people as possible as quickly as possible, they should not attempt to create a web 
presence with those intentions. It would be appropriate for a yearbook to create a tablet 
app, which maintains a stand-alone brand. 
 33 
 
Several points must be clarified before a yearbook staff begins work on a tablet 
publication. First, the tablet app is not currently in demand among yearbook readers. The 
number of college students with tablets is relatively small compared to the entire reading 
audience, although that proportion is growing every year. Tablet apps should be used by 
yearbooks primarily as an opportunity for student journalists to expand their skills. In the 
coming years, that may shift, and an audience desire may become equally important, but 
that is not the current situation. Likewise, because the app-creation experience is meant to 
benefit the student journalists, it is not necessary for them to spend time creating an app 
for all tablet platforms. An overwhelming majority of market share is held by Apple’s 
iPads (see figure 7.1 and &.2). Therefore, at the current time, it is sufficient for student 
journalists to simply make an app that will work with ios, the operating system for 
Apple’s iPads and iPhones. 
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Figure 7.1 What kind of tablet computer do you own?      
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Figure 7.2 OS share of device traffic 
 
 
 
Second, a tablet app should not replace the printed publication produced by 
college yearbook staffs. Not only would creating a digital-only publication leave much of 
the audience without a yearbook, it would also eliminate the timelessness of a yearbook. 
With the responsibility of a yearbook to serve as a historic record, the book must be able 
to stand the test of time. While books have been proven to have a long shelf life, it is not 
yet known how long an app will last before technology will change and make the app 
inaccessible.   
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CHAPTER 8 
 
 
IMPLEMENTATION RECOMMENDATIONS 
 
Through the creation of the first iPad app for the Talisman, Western Kentucky 
University’s yearbook, I have come to a set of recommendations for the implementation 
of tablet publishing for a college yearbook. When considering these recommendations, 
several things must be noted that make the production of the Talisman different from the 
situation many other college yearbooks are in: Many of the journalists working at the 
Talisman have a strong understanding of their craft before joining staff because of 
WKU’s strong journalism school, and the Talisman is not revenue-dependent, but, rather, 
is funded with a sizeable budget from the university. While not being in those situations 
shouldn’t stop a college yearbook from publishing to tablets, some of the following 
recommendations may require modification based on the unique circumstances of 
individual universities. 
 
A. Staff Structure 
 The editorial board should add a position, hereby referred to as multimedia editor, 
to be the primary person responsible for the creation of an app. While other members of 
the editorial board will generally have a “print-first” mentality to satisfy the demands of 
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the yearbook’s main function— producing a book— the multimedia editor will be 
thinking about what can be done digitally with stories. The multimedia editor will be paid 
a salary commensurate with other editorial board positions. 
 As story ideas are being developed, the multimedia editor will communicate with 
the rest of the editorial board, especially photo editors and writing editors, to identify 
stories that should be enhanced with multimedia content— be it video, audio, slideshows, 
info-graphics, interaction or additional photos. The multimedia editor will talk with the 
photographer and/or writer assigned to the story, who will then be responsible for the 
creation of multimedia. Staffers producing multimedia will be paid for their extra work 
according to a scale based on the complexity of the project. The multimedia editor may 
need to train some writers and photographers on various methods of multimedia content 
gathering. The multimedia idea should also stay abreast of what can be done with 
interactive storytelling by using other tablet apps, such as magazines, newspapers and 
books. 
 After content is produced, the multimedia editor will be responsible for designing 
pages to go into the yearbook app. The multimedia editor must work closely with design 
editors to ensure that the design of the app is consistent with the style and feel of the 
physical book. For example, graphic elements and white space should be used in a similar 
matter on both mediums, and, as much as possible, the same fonts should be used for 
both mediums. Depending on the make-up of the design staff and the wishes of the 
design editors, the multimedia editor may also teach staff designers about tablet design 
and enlist them to design some pages based off of templates created by the multimedia 
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editor. Enlisting other designers to contribute to the app will  provide them with 
marketable experience in digital design. 
 
B. Workflow 
 Story pages for the tablet app will be designed using Adobe InDesign in 
conjunction with a tablet publishing solution such as Mag+ or Adobe Digital Publishing 
Suite. Both solutions allow for the creation of an app without requiring any knowledge of 
coding. Mag+ offers a wide array of videos on its website for users to learn how to use 
the relatively simple software while a subscription video service, such as Lynda.com, 
might be the best way to learn Adobe DPS. The capabilities of both solutions seem 
comparable. Once one solution is selected, that software should be used for the entire 
year. 
 Tablet design should begin with the creation of a set of templates, which will 
guide the design of story pages. Templates should be created early in the academic year, 
preferably at the same time or shortly after design editors begin making mock spreads 
which will set the a direction for the style and feel of the book. Templates should include 
as much guidance as possible by not simply showing where things go on the page, but 
also utilizing character styles and paragraph styles to easily maintain consistency. The 
more guidance that the multimedia editor includes in the templates, the faster he or she 
will be able to design pages once content is ready. 
 Throughout the year, the multimedia editor must be conscious of the overall file 
size of the app so as to not create an app so large that readers will not want to download 
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it. However, watching the size should not stop the multimedia editor from using large 
photos and other multimedia content. For comparison, magazines range from 100 mb to 
nearly 1 gb per issue that readers must download. As technology advances, size will 
become less of a concern, as new tablets are regularly released with more storage space 
than their predecessors. Nonetheless, readers using older tablets will be conscious of the 
amount of space available on their devices. With all of that said, the multimedia editor 
should not dwell on the file size of the app during the first year of production, as there 
will be no precedent for what size the app will be. Readers should expect that translating 
a 400-page book, as the Talisman is, into an app will result in a larger file size than that 
of a smaller magazine, which is released more often than once a year. 
 A story page should be designed for the app after the corresponding page is 
designed for the printed book. This will allow the editorial board to ensure that content is 
used in a consistent manner. Photographs toned to a CMYK color profile for the book 
will need to be toned to an RGB color profile for the tablet app. After pages have been 
designed, content will still be undergoing review from editors, so the multimedia editor 
will need to copy and paste finished text in to replace initial text after each story has been 
finalized.  
  
C. Testing 
 The most important aspect of creating a tablet app is testing the app with a variety 
of users. Testing should not simply be done by having the multimedia editor use the app, 
as the point of testing is to discover whether or not the navigation of the app is intuitive to 
 40 
 
the average reader. The app can be repeatedly tested on other editors and staff members, 
but should also be tested with people not affiliated with the yearbook, including friends 
and family of the editors and general focus groups, in order to see how individuals 
unfamiliar with the content use the app. It is best to test the app by handing it to an 
individual then watching him or her use it, without providing any instruction. Watching 
people use the app will allow the multimedia editor to discover what does and does not 
work for navigation and also what may need to be included as instructions within the app. 
 Testing the Talisman app on a variety of users revealed that some navigation in 
the initial design was not intuitive and would need to change so that users would not miss 
out on important content. Initially, the design used a mixture of horizontal and vertical 
swiping to navigate within a single story (see figure 8.1), an idea that was taken from 
other tablet publications. After testing, the redesign used only vertical swiping within a 
story and horizontal swiping to move between stories (see figure 8.2), which seemed to 
be much more intuitive for readers in further testing. 
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Figure 8.1 Mixed navigation story design 
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Figure 8.2 Vertical navigation story design 
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D. Publishing  
 When the app is completed, it should be uploaded to either the iTunes Store for 
distribution to Apple devices or to Google Play for distribution to Android devices. Each 
store requires a paid account of about $100 per year to distribute content. That account is 
called an ios developer license in the iTunes store or Google Play Licensing in the 
Android market. 
 When publishing the app, the editorial board must also decide whether or not to 
have a cost for downloading the app. At schools where the yearbook is given to students 
for free or as part of a student fee, editors shouldn’t expect that students will pay to 
download a yearbook app. However, at schools that are revenue-dependent, students may 
be used to paying a high cost for a physical book and may be more likely to pay a lower 
cost to purchase a digital yearbook.   
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CHAPTER 9 
 
 
PAGE TRANSLATION EXAMPLES 
 
In order to best use the digital medium of tablets, yearbooks creating tablet 
editions shouldn’t simply recycle their print design. Not limited to a set number of pages, 
tablet apps allow designers a new platform to explore. Following are examples of 
Talisman pages for the printed book with their digital counterparts. 
 
 
 
 
Figure 9.1 Sparks of Spirit print spread 1 
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Figure 9.2 Sparks of Spirit print spread 2  
      
 
 
Figure 9.3 Sparks of Spirit iPad page 1      
First Football Game  2726
Above Tampa, Fla., freshman 
Austin Aikens is tackled during the 
fir
s
t home  f ootball game of the 
season at Smith Stadium Sept. 1. 
WKU beat Austin Peay 49-10. 
Kreable Young
Top Right Eastland, Texas, sophomore 
Victoria Tinkle watches as Big Red 
stares down fellow cheerleader 
Keri Legg, a Columbia sophomore, 
during a pep rally in Centennial 
Mall. The cheerleaders and marching 
band built anticipation on campus the 
day before the game at a pep rally 
hosted by the two groups. 
Luke Franke
Right After a wave of rain soaks 
the campus and tailgating sections, 
Newburgh, Ind., junior Neil Brown a 
member of Pi Kappa Alpha fraternity, 
dances with Evansville sophomores 
Hannah Bobinger and Morgan Tate 
before WKU’s firs t f ootball game
of the season on Sept. 1. 
Luke Franke
As the sun descended, thousands of WKU 
students made their way to the stands for the fir st 
home game against Austin Peay at Houchens-Smith 
Stadium on Sept. 1. 
The season opener honored the likes of NFL 
coach Romeo Crennel and former Hilltopper 
Bobby Rainey, WKU’s all-time leading rusher.  The 
commemorations gave much praise to the alumni, 
but the highly-anticipated game had the whole 
student body raving. 
It was the first season opener that WKU won 
since the program’s transition to Division1 during 
the 2008-2009 season, and the outcome sparked 
this newly-renovated spirit. That’s not to say that 
the Toppers didn’t have a successful season the 
previous year. The Tops had a record of 7-5 during 
the 2011-2012 season with the largest win by a long 
shot against Louisiana-Lafayette (42-23), which 
made for a spirited Homecoming. It really wasn’t a 
tremendous surprise to see WKU’s football squad 
hit the first game with a vengeance, and the veterans 
of the school thought so as well. 
Vine Grove senior Katie Newton found the 
renowned energy to be simply an overlap of last season. 
 “I think it was so exciting because last year we 
ended the season on such a high note,” Newton 
said. “Last year, we thought we were going to 
be bowl eligible and when we didn’t get it, it 
kind of bummed us out. That’s why everyone 
is so excited this year because we had such an 
exciting one last year.” 
As far as the euphoria of the game, Newton found 
the atmosphere to be vibrant and welcoming to 
WKU’s staff and fans. 
“[The energy] was very positive... It was very fun 
and inviting, and you could tell that everyone was 
really excited for the football team and to be there 
at the game,” she said. 
Radcliff freshman Lauren Mansell also enjoyed 
the season-opener, especially since it was her first 
college football game as a Hilltopper. 
 “Being a freshman, I was very proud of my 
school for winning the first home game,” she said. 
“Everyone was really hyped and so excited.” 
Mansell, along with her fellow classmates, 
contributed in the “white-out” theme, a concept that 
spread like wildfire. No matter what the location — 
standing in line at the concessions, in the restroom or 
cheering in the stands, white tees engulfed the arena 
like fog on a fall morning. While Mansell enjoyed the 
beginnings of showing her school spirit, the veterans 
of the student body reveled in the moment. 
While the students cheered their team on and showed 
tremendous school spirit, Head Coach Willie Taggart 
expressed these actions in a different, live manner — on 
the field, sporting headphones and a play sheet. 
“It was fun,” Taggart said. “I tell you what was good 
was seeing a lot of students coming to the game , 
getting there early and seeing that student section 
over there. It was packed, but I think it can be louder.” 
When it came to his par t in the mix, however, 
Taggart said he “just tries to get them all to be the 
very best player they can be.” 
“That’s kind of how I am as a person,” the head 
coach said.  “I want to be the very best football coach I 
can be and I want my players to be the same way. They 
all felt like they were when they were leaving high 
school and I want them to continue to be that way.”
After the first game, conversation buzzed around 
campus about dual loyalty between fans, mainly 
between WKU and University of Kentucky. Taggart 
put it that “we’re all Kentuckians,” and that you can 
still root for your team, but “it’s just that you’re on 
campus.” He said that you could root for whoever 
you wanted to but when it came to his school, he 
had tremendous pride. 
“We all have a license to get loud and crazy, and 
that’s how we want it. It’s all part of a process of 
building our program to that Division I power that 
we want to be. Every aspect has got to grow and we 
got to learn from it all because we’ve never been 
there before.”
Story Chris Chamberlain
Design Julie Washer
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Figure 9.4 Sparks of Spirit iPad page 2      
 
 
  
 
Figure 9.5 Sparks of Spirit iPad page 3      
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Figure 9.6 Sparks of Spirit iPad page 4      
 
  
 
Figure 9.7 Sparks of Spirit iPad page 5      
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Figure 9.8 Sparks of Spirit iPad page 6 
 
 In translating the “Sparks of Spirit” story from print to digital (figures 9.1-8), 
several of the best pictures in the package are able to run larger on the iPad than they are 
able to in print by running full-screen on a single page in the app. Body text also must run 
larger on the tablet than in the book in order to be readable. The print design uses 
Perpetua at 10.5 pt for body text whereas the iPad design uses Perpetua at 12 pt for body 
text. Furthermore, large pictures are allowed to stand out more by having captions hidden 
until activated by an icon in the lower right corner of the image. 
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Figure 9.9 James Kemp print spread      
 
 
 
   
Figure 9.10 James Kemp iPad page 1       
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Figure 9.11 James Kemp iPad page 2 
 
 
 Figures 9.9-11 show an example of a profile spread translated from print to 
digital. Profile spreads in the 2013 Talisman have a story about one individual and are 
accompanied by a full-page vertical portrait and a smaller character portrait inside of a 
circle. Circles are a design element used throughout the book to represent the 2013 
theme, “Form.” The iPad edition uses the same two portraits, but utilizes two pages rather 
than just one spread as used in the book. The first page is a title page with the circle 
portrait along with a circle and a line, which is another design element used in the 2013 
printed book. The second page of the iPad design contains the vertical portrait and the 
profile. The profile text scrolls within a box so that all profiles will fit into the same 
design, despite any variation in story length. 
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Figure 9.12 Volleyball print spread 1       
 
 
 
  
 
Figure 9.13 Volleyball print spread 2       
 
Volleyball   9796
Right Setter Melanie
Stutsman, a junior from 
Floyds Knobs, Ind., bumps 
the ball against Ohio 
University during the annual 
WKU Tournament on Sept. 
8.  At the end of  the season, 
Stustman was named to the 
All-American team for the 
third consecutive year.
Below Head Coach Travis 
Hudson talks with his team 
during a time out against 
Ohio State on Sept. 28. 
Hudson was named 2012 
Sun Belt Conference Coac h 
of the Year and was one of 
eight finalists for national 
coach of the year.
Opposite The Lady Topper 
volleyball team celebrates 
after scoring a point against 
the Ohio State at Diddle 
Arena on Sept. 8. 
October 
Florida Atlantic
University - W
November
Troy University - W
South Alabama - W
Middle Tennessee 
State University - W
Florida International 
University - W
Arkansas State - W
University of North 
Texas - W
Loyola Marymount 
University - W
December
Stanford University - L
Story Sam Osborne Photography Cooper Burton Design Julie Washer
continued from page 95
For Louisville senior Sarah Roger s, finishing her career with a win in the NCAA  
Tournament brought all the tireless effort over her four-year career to fruition. 
“It feels great knowing that all the hard work we put in over the years 
has made such an impact on this program,” she said.  “It is such a great 
feeling knowing that this team, this group of girls and staff, left a mark on 
WKU volleyball. When you invest so much time, hard work and love into 
something so important, you only ask that something good will come of it, 
and I believe this year showed that it certainly has.”
It was a milestone moment for Hudson in getting his fir st win in the 
NCAA Tournament as head coach, especially considering how far the 
program had come since his fir st season in 1995.
“We were 298th in the country in the final RPI rankings my first year,” 
Hudson said. “To me, it’s something that I want everyone who’s ever had 
a hand on this program to take pride in and I think that’s happening and 
that’s really rewarding. There’s been so many great kids come through this 
program and pour their heart into it for four years and help us continue to 
take steps forward and do things that no one else thought was possible here 
in the sport of women’s volleyball.” 
In addition to nabbing his first NCAA Tournament win, Hudson was also 
named the AVCA South Region Coach of the Year in 2012.
Hudson was humbled by the honor, but said it wouldn’t have been possible 
without the hard work the Lady Toppers put in over the past years.
“There are so many more coaches who are more gifted than I am,” Hudson 
said. “But I like to think there aren’t any others who work as hard as I do. 
And I know there aren’t many who care about their kids more than I do. It’s 
an honor, but it is something that every kid that’s ever been invested in our 
program has had a hand in.”
The 2012 season was a record-breaking affair for WKU.
The Lady Toppers steamrolled through their Sun Belt competition, 
dropping only a single set in 18 conference games.  Their 25-straight wins 
broke the school record for consecutive victories. 
WKU tied the school-record for wins at 33 and spent a school-record 
10-weeks ranked in the AVCA Top 25. All four of their losses came to teams 
ranked in the Top 25.
Their final ranking of No.17 in the Top 25 was the highest ranking in 
school history.
The team would lose only two seniors from this year’s squad, but that 
included two-time All-American Jordyn Skinner from Grand Rapids, Mich. 
Despite losing Skinner, who Hudson said was “maybe the most gifted kid 
that we’ve ever had,” the team intended to return to the 2013 season with 
the intention to compete at the same higher standard of excellence . 
Munster, Ind., sophomore Heather Boyan said she expected the team to 
start right where they left off.
“We did lose two really good seniors,” she said. “But I think the rest of our 
team is ready to even move on to the next level next year.  I think we can 
definitely get as far as we did this year and maybe even farther.”
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Figure 9.14 Volleyball iPad page 1       
 
 
 
 
Figure 9.15 Volleyball iPad page 2 
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Figure 9.16 Volleyball iPad page 3       
 
 
 
 
Figure 9.17 Volleyball iPad page 4  
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Figure 9.18 Volleyball iPad page 5  
 
      
 
 
Figure 9.19 Volleyball iPad page 6 
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Figure 9.20 Volleyball iPad page 7       
 
 
 
Figure 9.21 Volleyball iPad page 8       
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 The translation of the volleyball story from print to digital (figures 9.12-21) also 
makes use of the space provided by a digital platform by running photos large. The 
package also shows an example of how the white side column in digital story pages can 
be used to present extra information. In this case, and with all sports packages, the side 
column houses the team’s results from the season on the first page without a large photo 
or a photo caption covering the side column (figure 9.15) 
 
 
 
 
     Figure 9.22 A Beautiful Light print spread 1 
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  Figure 9.23 A Beautiful Light print spread 2      
 
 
 
 
   Figure 9.24 A Beautiful Light print spread 3 
      
Western’s Got Talent   103102
Alpha Omicron Pi arranged a memorial 
service for Landon Lovett Nov. 28 at 
the Colonnades. Members of the Greek 
community released over 400 paper 
lanterns during the ser vice. Lovett, who was 
a member of AOII, had been in a medically 
induced coma since Memorial Day weekend 
due to a head on collision with a dr unk 
driver. She passed away Nov. 20.
Peyton Hobson
Landon Lovett   107106
continued from page 103
Bowling Green freshman Lauren 
Mae Hanna prepares to release a 
lantern with fellow AXiD sorority sister 
Chicago sophomore Amy Calo during 
memorial service. “I thought it was 
beautiful,” Hanna said. “I enjoyed it 
because I thought it was awesome 
that all of  WKU’s greek community 
came together for moral support.” 
Peyton Hobson
One event that was sponsored by AOPi in 
association with Kappa Sigma and Dynamic 
Leadership Institute (DLI) Phase Three was 
Western’s Got Talent, which was a talent show that 
was open to anyone and everyone that wanted to 
participate. 
“We had everything from clogging to pogo 
sticking, dancing, singing,” Leforge said. 
Leforge said there was a wonderful turnout 
that night, and the $3,000 raised went to Lovett’s 
fund that had been helping her f amily with the 
medical expenses.  
“To have people who didn’t know her, to 
come,” Watkins said, “it just puts me in awe on 
a personal level.” 
The sorority also came together to sponsor other 
fundraisers like a jewelry sale.  There were other 
fundraisers in Marshall County that benefitted 
Lovett and her family, as well.   
At the Lanterns for Landon event that was 
held after her passing , the AOPis sold lanter ns 
to raise money for Lovett’s fund. This fundraiser 
raised $1,200. Hundreds of students tur ned 
out to wr ite messages on the lanter ns and to 
show suppor t and respect for those who lost  
someone so special to them.  
Rachel Grant, a Richmond freshman and AOPi 
member, said she didn’t know Lovett. 
“We shared something together,” Grant said.  “We, 
as a sorority, came to pay our respects.”
Grant said Lovett left behind a big hole.
“You don’t really know how much you love 
someone until they are gone.” 
Natalie Hayden, a Georgetown sophomore and 
a member of Alpha Gamma Delta sorority said she 
was at the event to show support.
“I know there are a lot of g irls’ hearts breaking, 
I want to be here for them,” she said. “I know they 
would be here for me if I lost my sister.” 
Lanterns for Landon started with Leforge reciting 
a prayer for Lovett and her family, and Lovett’s AOPi 
big sister, Corbin junior Jenna Partin speaking of 
Lovett’s gracious heart.  
When the ceremony ritual closed, those with 
lanterns lit them afire and let them go into the night 
sky. The floating lanterns with special mementos 
inscribed inside drifted across the night sky, as 
beautiful as Lovett was.  
Story Maciena Justice
Design Davide Fellini
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     Figure 9.25 A Beautiful Light iPad page 1      
 
 
 
Figure 9.26 A Beautiful Light iPad page 2      
 59 
 
 
 
 
Figure 9.27 A Beautiful Light iPad page 3   
    
 
 
 
Figure 9.28 A Beautiful Light iPad page 4      
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Figure 9.29 A Beautiful Light iPad page 5      
 
 
 
Figure 9.30 A Beautiful Light iPad page 6      
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Figure 9.31 A Beautiful Light iPad page 7 
  
The translation of “A Beautiful Light” from print to digital (figures 9.22-31) 
shows a different way to begin a story than with a full-page image, as demonstrated in 
“Sparks of Spirit.” In the iPad edition, this package begins with a page that uses a large 
image with a headline (figure 9.25). While it often works well to use an image full-screen 
in the iPad app, that doesn’t work with all images because in order to be full-screen the 
image must be cropped to the 4:3 ratio of the iPad screen, a crop that is slightly closer to 
a square than an image is taken with a camera at a 2:3 ratio. Furthermore, beginning all 
packages in the same way would bore viewers. This package also ends with a full screen 
image (figure 9.31), rather than with a text page. Visual cues indicate to the reader that 
the package is not done at the last page with text (figure 9.30). An arrow on the last text 
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page indicates that the reader should swipe downward and the “return to beginning” link 
is still on the last page, even though the page has a picture. Furthermore the “◊” that 
appears at the end of stories is not present on the last text page. 
 While most story pages translate fairly simply from print to digital, table of 
contents pages do not translate as smoothly. While many yearbooks do have some form 
of table of contents in the printed book, the table of contents becomes much more 
important in the tablet app. Printed yearbooks are commonly navigated like a coffee table 
book— that is to say, readers tend to pick up the book, open to a random page, then 
navigate from there. With the 400-page printed Talisman, that type of navigation works 
for readers. In the iPad edition, however, it is not possible to open to a random page and 
navigate from there. Readers must enter from the beginning and must be able to find their 
way through the contents of the book without becoming confused. A confused reader will 
become frustrated and leave the app without exploring it to its full potential. Therefore 
the Talisman will use a combination of several tables of contents. A page near the 
beginning of the app will allow readers to navigate to any of the book’s four sections— 
fall, winter, spring and portraits. There will also be a table of contents at the beginning of 
each section listing every story readers can navigate to within that section. The fall table 
of contents is laid out below (figures 9.32-35). Tapping on a picture or headline will 
bring the reader to the appropriate story page. 
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Figure 9.32 Fall table of contents iPad page 1     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 9.33 Fall table of contents iPad page 2 
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Figure 9.34 Fall table of contents iPad page 3     
 
 
 
 
Figure 9.35 Fall table of contents iPad page 4      
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